Introduction
Literature shows that market oriented firms perform better than their less market oriented counterparts (Atuahene-Gima, 1995; Deshpande, Farley, & Webster, 1993; Jaworski & Kohli, 1993; Narver & Slater, 1990; Slater & Narver, 1994) . However, long-term performance depends on how effectively firms execute management practices to innovate new products and services to ensure sustainable competitive advantages (Han, Kim, & Srivastava, 1998) . Changing trends in development techniques and technology, customer preference and other environmental factors may take away a firm's current leading market position, allowing other firms, which place priority on innovation, to take the lead. Among others, one such example is Wang Computer that 'led the word processing industry in the early 1980s before Apple and IBM introduced PCs with word processing software. …Wang could not see how PCs offered customer value. As a result, Wang's sales dropped and it went bankrupt' (Cohan & Unger, 2006, p.11) . While many scholars agree that market orientation is an important and necessary characteristics of better performing firms, they also indicate it is not always sufficient to enable firms to innovate continuously so they achieve a sustainable competitive advantage (Baker & Sinkula, 2002; Day, 1994b; Han et al., 1998; Slater & Narver, 1995) .
The Strategic Management literature suggests firm performance depends on innovation, among other important competitive advantages (Hamel & Prahlad, 1989; Hoffman, 2000; Wolfe, 1994) . Lengnick-Hall (1992) examines the link between innovation and competitive advantage and finds that innovation adds to firm's sustainable competitive advantage through:
1. inimitability (Porter, 1985) , 2. complimentary innovations with respect to market realities (Deming, 1982; Porter, 1985) , 3. well-timed innovations for the industries that the firm operates (Betz, 1987) , 4. innovations that rely on capabilities and technologies those are readily accessible to the firm (Ansoff & McDonnell, 1988) . Utterback and Abernathy (1975) found performance maximizing strategies emphasize technology and product advances as a key to competitive advantage. They also argue that cost minimizing strategies emphasize technology innovation to decrease the total cost of production. Similarly, Miles (1982) argues that product innovation provides the focus of an offensive strategy. A general conclusion of these literatures is that innovation forms part of the distinctiveness that helps firms to establish their competitive advantage.
However, the concept of innovation is enigmatic in the sense that the research community does not agree on the best possible ways to facilitate innovation within a firm and to ensure the success of the introduced innovation (Cohen & Levinthal, 1990; Day, 1990; Dougherty & Hardy, 1996) . Some authors such as Drucker (1986) and Metz (1998) are very optimistic about the ability to facilitate innovation. While there are disagreements about how to make innovation work, researchers and practitioners alike agree on the positive influence of innovation, when it happens, on firm performance. Thus, a surprising gap in the literature is a paucity of research designed to help make innovation happen within firms. In particular, the challenge is to link the knowledge about customer needs and wants to the process of identifying, developing or obtaining technology that form the basis of products or services valued by customers.
While this paper takes its inspiration from the marketing literature on market orientation and management literature on innovation competitive advantage, it aspires to offer a prescriptive model of a business process that fills the void that exists from practitioners' viewpoint. The technology scanning process, in its broadest sense, is proposed as the natural step that a market-oriented firm would engage in, to facilitate innovation and to ensure sustainable competitive advantage. This business process would offer any market-oriented firm a set of probable solutions to address the problems and needs of the customers identified through market orientation practices. This paper addresses a gap in knowledge about mechanisms that help managers to translate information about the needs and problems of customers into the ability to fulfill those needs and problems. Firms do it by improving current products, and by introducing new products and services. An overarching assumption is that market-directed innovation leads to new products and services that are better targeted and have a higher value proposition; so rapid adoption and higher likelihood of success can be expected. The key contribution of this paper is the proposition that technology scanning can provide a link between better knowledge of customers and rivals and the ability to find solutions to customer problems. The paper proceeds by first reviewing the literature on market orientation and its link to innovation. The emerging literature on technology scanning is presented to identify desirable design characteristics of a technology scanning process. Finally, hypotheses are proposed about the relationships among market orientation, technology scanning and innovation to guide future empirical research.
Literature Review
Market Orientation is necessary but not always sufficient: Technology Competence fills the gap Narver and Slater (1990) identified market orientation, comprised of customer orientation, competitor orientation and inter-functional coordination, as having a positive effect on organizational performance. Market orientation is associated with the presence of processes and routines to gather information from customers and about competitors, and share that information among functional areas. While the extant literature on market orientation offers detailed discussion on what make up market orientation, authors often disagree on certain broad issues. Two distinct groups have emerged -one perspective based on Narver and Slater's (1990) view of market orientation that describes it as 'the organization culture that most effectively and efficiently creates the necessary behaviours for the creation of superior value for buyers, and thus, continuous superior performance for the business (p.21)'; the other perspective is based on Kohli and Jaworski's (1990) definition of market orientation as the 'organizationwide generation of market intelligence pertaining to current and future customer needs, dissemination of the intelligence across departments and organization-wide responsiveness to it (p.6)'. There are attempts to synthesize these different perspectives, for example, Lafferty and Hult (2001) characterize market orientation as having four dimensions -emphasis on customers, importance of information, interfunctional coordination and taking action.
Some researchers (Narver & Slater, 1990; Ruekert, 1992) have investigated a direct causal link between market orientation and performance, while others (Day & Wensley, 1988; Jaworski & Kohli, 1993; Narver & Slater, 1990) have proposed a moderated relationship between market orientation and performance. Among the authors, Slater and Narver (1994) , Ruekert (1992) , Narver and Slater (1990) report a positive relationship with performance; Greenley (1995) and Jaworski and Kohli (1993) conclude with mixed findings; and Hart and Diamantopoulos (1993) found no significant relationship between market orientation and business performance. Cano, Carrillat, and Jaramillo (2004) recently conducted a meta-analysis to validate whether market orientation is indeed an antecedent of performance. They found a positive relationship and the result was consistent worldwide. The authors also found that non-profit and service-oriented organizations exhibited stronger correlation compared with for-profit and manufacturing firms respectively. Intuitively, service oriented firms engage in service innovation for which customer interaction is a primary source of ideas. Also, service-oriented firms are more likely to use available technology products innovatively, rather than engaging in technology innovation. So market orientation alone, which ensures necessary customer interaction, alone might be sufficient to ensure a higher degree of innovation in service oriented firms in many cases; hence the reported stronger performance. In case of manufacturing and other non-service oriented firms, market orientation alone cannot ensure business performance; hence the reported weaker correlation.
While firms' market orientation starts with a core objective of creating value for customers (Deshpande et al., 1993; Homburg & Pflesser, 2000) , the next step is to implement a set of processes to gather and disseminate information about current and future customer needs (Kohli & Jaworski, 1990; Narver & Slater, 1990; Slater & Narver, 1999) . In this respect, the importance of technology knowledge and on-going changes in technology field is of interest to researchers. Yet, relatively little attention is given to how information regarding technology can be used more effectively to generate superior customer value. Both Jaworski and Kohli (1993) and Deshpande and Farley (1998) included 'detecting fundamental shifts in technology' as part of market orientation scale development. Day (1994a) mentions technology skill as inside-out capability by which firms manifest market orientation. Morgan and Strong (2003) talks about technology as part of the development of their defensiveness scale. Dawes (2000) alludes to the importance of technology when defining his customer responsiveness scale in the form of 'responding to factors affecting its market', and he also includes a measure of technology change in his market orientation scale.
Technology competence and knowledge is an important source of competitive advantage for firms. The concept of competitive advantage in creating superior customer value is an important focus in strategic management (Ohmae, 1988; Porter, 1985) . However, the behaviors that lead to competitive advantage in firms have not been thoroughly examined. Technology scanning as part of developing awareness of the environment in which a firm operates is an important focus of strategy researchers. Learning from these activities is identified as a way to achieve competitive advantage in dynamic environments (Peteraf & Bergen, 2003; Raymond, Julien, & Ramangalahy, 2001; Van Wyk, 1997) . Bettis and Hitt (1995) suggest that the increased pace of technology change and rapid diffusion of new innovations create a competitive landscape for businesses that is characterized by knowledge-intensive technologies (Morris-Suzuki, 1984) and shortening of product life cycles (Rosenau, 1988; Sood & Tellis, 2005) . These authors suggest that there is increased urgency to study the technological field with an emphasis on extracting useful information. Different sources of information may be examined to feed into strategy making, product development efforts and day-to-day decision making regarding operations.
Innovation for improved performance and the need for a process Hult, Hurley, and Knight (2004) suggest that innovation is an important factor that positively influences firm performance. Other empirical studies have found that market orientation (Atuahene-Gima, 1995; Jaworski & Kohli, 1993; Narver & Slater, 1990) , learning orientation (Baker & Sinkula, 1999) and entrepreneurial orientation (Dess, Lumpkin, & Covin, 1997; Wiklund & Shepherd, 2003 ) also positively influence firm performance. In the face of intensifying competition and environmental uncertainty (Gronhaug & Kaufmann, 1988) , innovation is becoming increasingly important as a means of survival. Zahra, de Belardino, and Boxx (1988) demonstrate the relationship between innovation and performance in industrial and consumer manufacturing firms. Hult et al. (2004) assert that market orientation, learning orientation and entrepreneurial orientation influence on business performance operates via the medium of innovativeness -'…managers are advised to improve the innovativeness of their businesses in their efforts to attain superior business performance (p.436)'. Hult et al. also underscore the importance of managerial emphasis on the creation of an internal business environment conducive to innovative activities. How do the managers achieve that? Are there specific actions that managers can take to facilitate identification and brainstorming the solutions for the customers' problems that have been identified through high-level of market orientation? At present, literature does not provide a specific guideline for practitioners that they can follow to establish a business process; instead the managers are simply urged to create an environment that is conducive to innovation. Drucker (1986) utters one of the most optimistic views on the future of innovation. He compares the recent activities on innovation with early nineteenth century scenario on invention (p.34):
Before 1880 or so, invention was mysterious; early nineteenth century books talk incessantly of the "flash of genius". The inventor himself was a half-romantic, halfridiculous figure, tinkering away in a lonely garret. By 1914, the time World War I broke out, "invention" had become "research", a systematic, purposeful activity, which is planned and organized with high predictability both of the results aimed at and likely to be achieved. Something similar now has to be done with respect to innovation. Entrepreneurs will have to learn to practice systematic innovation.
More recently Metz (1998) also expresses optimism (p.12):
We are poised to enter a new world of innovation that will be almost unrecognizably different from the way we practice innovation today. The cause of this change is the wiring of innovation practices on a grand scale, as digital media creates a new immersive environment in which the practice of innovation will operate as naturally as fish swimming in water. As a result, totally new innovation practices, processes, and models -not based on traditional practices -will emerge. Recognizing this transformation and "getting in the swim" through exploration and experimentation will be key to future success.
Information about technology offers insights about new ways to fulfill customers' expressed and latent needs. A firm must be able to advance technology and know-how, exploit these capabilities, and gain market acceptance of new ideas, concepts and production requirements (Scarpello, Boulton, & Hofer, 1986) . Technology related capabilities have been shown to enable firms to achieve superior performance (Pisano, 1994) . Technology itself has an inherent uncertainty in terms of future development trends, and the opportunities and the threats that it offers to a firm. Some firms track emerging technological opportunities with greater success than other firms; "the former tend to prosper and grow, the latter so suffer losses and decline (Nelson & Winter, 1982 ) (p.325)
Technology scanning related literature and what is missing
There are two main aspects of technology scanning process described in extant literature: some are more focused on strategic and long term perspective (Van Wyk, 1997) , while others are narrow in their focus (Julien, Raymond, Jacob, & Ramangalahy, 1999) . The proposed technology scanning process in this paper is broad in its focus. It has both strategic and operational components. Another important distinction of the proposed process is that it not only considers what options are available from a technological viewpoint, but it also considers which of the possible options is most likely to succeed in cases where more options are available. In other words, technology scanning process should provide relative positioning of the alternative technological options (i.e. which of the available options is top ranked) so managers can take an informed decision.
Technology Scanning -A repeatable business process
Literature suggests that firms attaches specific objectives and differing degree of importance to a technology scanning scheme. While measuring the performance outcome of the firms, these specific objectives or goals that top management attaches to technology scanning process is taken into account. The objective varies from high-level strategy making to operational level day-to-day decisions. In a key paper, Van Wyk (1997) states that 'strategic technology scanning is needed to strengthen the link between technology and corporate strategy (p.21). ' Julien et al. (1999) defines technology scanning as 'an activity through which the external information needed for technological change is gathered, analyzed and disseminated in the firm (p.282)'.
Scanning of technology reveals information about the technology choice of customers, technology use of competitors and available offerings by the vendors. Suppliers often differ in their offerings in terms of technology use while fulfilling similar needs of the firms. Firms also network with research centers and universities to collect information on current research activities which provide weak signals for firms to act on and to stimulate innovation (Julien, Andriambeloson, & Ramangalahy, 2004) . By analyzing the gathered information and responding to information, firms identify the best available technology option for supplier and production technique and develop a better understanding of competitive environment by identifying current and potential future competitors. Raymond et al. (2001) and Santarelli and Sterlacchini (1990) suggest that there is a need for formalizing the technology scanning activities for practical reasons. Since technology scanning teams are usually formed with membership from cross-functional groups, a more formal method of scanning would reduce the complexity and increase the effectiveness of these groups, authors argue. In their empirical study on technology scanning in small and medium enterprises (SME), Julien et al. (1999) found that 'a nonnegligible percentage of firms use relatively formal methods (p.297)'. This number is expected to be comparatively greater in case of large firms because of less resource scarcity.
Characteristics of Technology Scanning
Managers have looked upon technology as a resort to help address their challenges, to improve existing products and to develop new products for customers. Researchers offered different perspectives on how to meet this challenge to identify, assess and select relevant technologies; with differences in their focus starting from developing strategic technology policy (Van Wyk, 1997) to gaining industry foresight (Reger, 2001) . Some other researches have focused on specific methodologies to compare and assess technology trends (Raymond et al., 2001; Salo, Gustafsson, & Ramanathan, 2003) .
There is yet another stream of related researches that focuses on building technology intelligence as a way to gathering competitive intelligence (Lichtenthaler, 2003; Savioz, Luggen, & Tschirky, 2003) . Erickson et. al. (1990) identifies five set of issues that firms should consider while relating technology to business strategy; these are positioning of the firm, identifying technologies that support the positioning, how to align the firm with market trend, capabilities of the firm through development or acquisition, and whether all the functional areas are working together to ensure success. However, this approach is different in that they emphasize on taking the R&D ideas to market instead of taking cues from the market and address the issues. As identified in an earlier section, new innovations, to become a market success, should have the following criteria -complimentary innovations with respect to market realities (Deming, 1982) , innovations that rely on capabilities and technologies those are readily accessible to the firm (Ansoff & McDonnell, 1988) , among others. In addition to these, we propose that the inspiration of these new innovations should have their roots in the information gathered through market orientation processes and also, all the possible sources of information should be engaged to make the innovations successful in the market. To summarize, following are the basic characteristics that the proposed technology scanning process should possess, also summarized in Table -1. Technology scanning starts where market orientation end. One of the major components of market orientation construct is responsiveness to the market information that the firm collects through market orientation practices. Jaworski and Kohli (1996) emphasize on this component in separating market orientation from another parallel concept of market information processing by saying 'They are distinct in that market orientation also includes responsiveness -the use of market information for making decisions and taking actions (p.122)'. The process of technology scanning triggers from this need to respond to market information. Once a problem or a need of the customer is identified, market orientation hands over the issue to technology scanning to find a suitable way to solve the problem and fulfill the need of the customer.
All sources of innovation are utilized as input. Technology scanning process should make use of all the available sources of information as input to the process. As products are being more dependent on technology and product life cycles are being shortened (Sood & Tellis, 2005) , R&D departments of producers and manufacturers have a shortened time-span which they have to spend on any one specific product. Among the researchers who investigated other sources of innovation differing with conventional 'producers usually innovate' line of thought, Von Hippel (1988) argues that there are various constituents in any product innovation; namely users, manufacturers, suppliers, distributors, etc.. All the constituents have differing levels of incentives and profiting mechanisms in finding an improvement to the innovation in question. They also have access to varying degree of resources and expertise to engage to improve an existing product or to innovate a new product that fills a market need for existing demand or a demand that is yet to be articulated. This key finding sets the stage for those firms that want to find new ways to satisfy their customers in identifying places to look for information and ideas for innovation. These include employees, users, customers, manufacturers, suppliers, distributors, research community, competitors, professional association, business and regular press, government regulation and other stakeholders.
Synergy with technological trend in the market place is ensured. Firms use technological innovation, among other organizational factors, to solve an identified customer problem or to design a new product. To perform the most effective innovation, the firm needs to ensure that all possible sources of information are used to gather the innovation ideas to strengthen the effort. However, there might be more than one potential solution which are equally developed and within the reach of the firm. Alternately, the firm in question might not find a readily available technological solution to an identified problem; instead there might be several potential candidates for future investigation. Given these different scenarios, the firm has to make decision to choose from the alternatives to apply or investigate. Technology scanning process would enable the firm to identify the complementarities of technologies in the marketplace so the right decision can be made to benefit from the complementarities and ensure maximum adoption rate and innovation success.
Success of a particular new product or an innovation that is introduced to the market highly depends on its diffusion and adoption; which in turn depends on a number of other factors. Some of these factors are endogenous to the innovation itself; some others are exogenous to the specific innovation in question. While it is difficult to measure the impact of such exogenous factors on the success of certain product innovation, they are generally recognized as responsible for widespread and 'across the board' adoption of a certain innovation. Adoption of a product in a certain industry often depends on the adoption of some other related product within the same industry. Similarly, developments in other industrial sectors might also influence innovation in a certain industry.
22 This inter-dependence among different innovations in a single or multiple industries makes the study of technology change and its role on the success of a certain innovation more challenging and interesting.
As described by Rosenberg (1982) , the complementarities of different innovation can be best understood by taking a systems perspective. Within any socio-technical system the combined effect of stand-alone separate improvements has much more effect than the summation of individual effects. According to Rosenberg, 'It is the characteristic of a system that improvements in performance in one part are of limited significance without simultaneous improvements in other parts, just as the auditory benefits of a high-quality amplifier are lost when it is connected to a hi-fi set with a low-quality loud- 22 Widespread adoption of portable computing devices (e.g. laptop computers, PDA, mobile email devices from different manufacturers) would not be possible without improved technologies of energy storage devices with high power storage density. Also, currently there is new push from different companies to offer the traditional cable television through mobile portable mobile devices. For this later innovation to become a market success, there will be a need for even higher density energy devices since video and audio usage of the portable devices (in addition to the existing uses of mobile phone, email, digital assistants, etc) would dissipate power quickly, essentially reducing the viability of the devices to the consumers. speaker' (p. 60). Whenever there is an innovation in any specific industry; at the same time, there are other innovations taking place with or without the involvement of the same manufacturer that has a complimentary effect for the productivity of the first innovation. Probably this is why even apparently spectacular breakthroughs sometimes do not bring exciting changes instantaneously, rather only a gradually rising productivity and adoption curve is observed in most cases. So the combined effect of several complementary innovation and their improvements within a technology system are immense. One invention sharply raises the utility of another invention. Rosenberg (p. 61) further testifies 'The role of complementarities relationship may be further observed, in finer detail, in the history of individual innovations. Sometimes a particular innovation has to await the availability of a specific complementary input or component; and sometimes the evident need for the input is sufficient to lead to its invention; and sometimes the input, when it is fully developed, is found to have uses and applications of a totally unanticipated -or at least unintended -sort.' This suggests that it is not enough to contemplate about the usefulness of a stand-alone product; rather manufacturers have to think about the synergistic dynamics that the product in question would have with other existing and future products in the market. Since the wide spread adoption eventually defines the success of the innovation, sometimes the synergies are more important than the stand-alone features for marketing success.
Innovation in one industry usually isn't kept within the boundary of that industry; rather it spills over to other related or unrelated industries with the help of interaction among profit-seeking economic agents or simple diffusion over time (Rosenberg, 1982) . Technology changes in one specific industry acts as a source of innovation in other industries; some of them take relatively more time while some others take less time. These new innovations that are induced by changes in other industries sometimes make incremental improvements in existing products and processes; sometimes they disrupt the existing product markets and introduce drastically different and improved products replacing the old ways of doing things. This phenomenon suggests that the managers and analysts should broaden the scope of technology scanning activities beyond the boundary of a specific industry and should not exclude the technology developments that are happening in seemingly unrelated industries.
Compatibility with firm's existing technologies, resources and competencies is ensured.
While complimentary effects of a chosen technique is important with respect to external environment, there are other internal concerns that exists while making broad level decisions regarding future technological path. Issues of compatibility of the technology chosen with the resources of the firm such as marketing, sales, distribution, management and market research skills and production facilities (Maidique & Zirger, 1984; Stuart & Abetti, 1987) have to be investigated. This issue can be thought of as having two components. First, this characteristic specifically require the firm to consider the existing technological resources -know-how, investment and/or ownership (if any) -while considering new innovation options in relevant cases. 23 Issues regarding both complementarities with existing technology competences and complementarities of R&D with other functional areas are considered. Recently, Song et al. (2005) examined marketing capabilities, technological capabilities and their complementarity (interaction) and found that role of their complementarity relatively more important in the high-turbulence environment. This would ensure that technology scanning would emphasize on issues that really matters, i.e. it focuses on issues identified through market orientation practices.
Design Characteristics II
Technology scanning should exploit all potential sources of information, namely, employees, users, customers, manufacturers, suppliers, distributors and others stakeholders.
This would ensure no opportunities are missed, including all the weak signals that come through the research publications.
Design

Characteristics III
Technology scanning would ensure complementarities of R&D effort and managerial decisions taken with overall technological and market trend in the external environment.
This would ensure the firm's innovation effort benefit from the synergistic effect from the industry situation.
Design Characteristics IV
Technology scanning would ensure complementarities of R&D effort and managerial decisions taken with firm's existing resources and competencies.
This would ensure the firm's innovation effort benefit from the synergistic effect with the other functional areas and competencies of the firm.
Design Characteristics V
Technology scanning would ensure a shared sense of the future in the sense where technology and overall market is heading and how the firm positions itself within the broader context.
A shared sense would ensure the firm's employees participate and contribute in making creating the vision of future.
Develop a shared vision about future of technology and market place. Lastly, technology scanning process should foster a shared sense of future for a specific technology and market in general, so it facilitates uniform organizational learning. Senge (1990) identifies five "component technologies" that enable organizational learning. They are namely systems thinking, personal mastery, mental models, building a shared vision and team learning. While these are often inter-related and have overlapping areas, technology scanning process should have specific routines that ensure a shared vision about the future of the firm and its role within industry (market). This shared sense of destiny would enable the firm to engage its resources in coordinated and focused direction.
Research Model and Hypotheses
Figure-1 shows the proposed model for the research in which firms' market orientation is an antecedent to the technology scanning process that the firm performs. Technology scanning activities derives the requisite information needed for innovation, either for new product development or incremental improvement to the existing products. March (1991) suggests that depending on the strategic posture of the firm, it can focus on exploitation of current knowledge to develop new products or a firm could choose to explore new information in order to develop a new product. Although these exploitation or exploration of new information could be from any domain in the market, this research focuses on the technology domain. Based on the strength of the technology scanning process within the firm, its innovation performance will be improved accordingly. Firm's overall performance will be influenced by the technology scanning process by the way of innovation performance over a period of time and it will reflect as time lagged relationship between the technology scanning and overall performance. Following are the two hypotheses as captured in Figure- H2: Market Orientation is moderated by the presence (and efficacy) of a technology scanning process. Market-oriented firms that have a formal technology scanning process are more innovative (and have more successful innovation outcomes) than market-oriented firms that do not have a formal technology scanning process in place.
Implications and Conclusion
The paper sheds light on how managers might pursue how to go about solving the problems and needs of the customers identified through 'market orientation' practices. It indicates that 'technology scanning' is one of the important constructs that influence the effect of market orientation. A formalized technology scanning process can be designed and be used as an additional step in the corporate level business process to identify opportunities and threat that are coming from the technological field.
Figure -1 Research Model showing Technology Scanning Process moderating the relationship between Firm's Market Orientation and its Innovation Performance
The primary implication of the technology scanning process is that it would ensure the firm's resources are targeted to find the solution of the problems that matters most, the ones that were identified as a consequence of high level of market orientation of the firm. The proposed formalized technology scanning process ensures that no information sources are left out so no opportunities are missed and forthcoming threats are caught early. Technology scanning not only facilitates innovation within the firm; it also takes steps to ensure the management has a higher degree of confidence that the innovation will be successful. This is achieved by ensuring that introduced innovations are synergistic to the technology trend prevalent in the relevant industry. Technology scanning strives to maximize the firm's return as it ensures compatibilities of the future innovations with the existing resources and current competencies of the firm. Issues regarding both compatibility with existing technology competences and synergy of R&D with other functional areas are considered. The last and one of the most important outcomes of the proposed formalized technology scanning business process would be a shared sense of the future regarding technology and overall industry.
For future work, the understanding of 'technology scanning' can be clarified and tested by developing a scale to enable researchers and managers measure technology scanning activities within a firm. Further differentiation of the attributes of the technology scanning activities can be done in order to divide these activities into two categories. On one side, technology scanning would help understand how to address customers' expressed need (as captured by reactive marketing orientation) often characterized by incremental innovation. On the other side, technology scanning would help find addressing customers' latent need (as captured by proactive market orientation). This second category will be associated with firm's radical or disruptive innovations.
